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This  cloud  opens  one  stadium  to 

450  million  fans. 

The  Microsoft  Cloud  empowers  Real  Madrid  to  create 
a  more  personal  connection  with  every  fan  from  Madrid 
to  Mumbai.  Using  Microsoft  Azure,  Dynamics  CRM  and 
Power  Bl,  the  team  can  deliver  a  unique  experience  that 
ignites  everyone's  passion  as  if  they  were  all  there. 

This  is  the  Microsoft  Cloud. 
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Your  enterprise  is  only  as 
secure  as  your  ability  to  see 

all  the  data. 


That's  where  we  come  in.  LogRhythm's  next-generation  security  intelligence  platform  identifies  high- 
impact  threats  and  neutralizes  them  before  they  can  result  in  a  material  breach.  It  uniquely  unifies  SIEM 
and  log  management  with  network  and  endpoint  forensics  and  advanced  security  analytics  to  provide 
comprehensive  threat  life  cycle  management  and  the  ideal  foundation  for  today's  cyber  security  operations. 

:::  Log  Rhythm 

Assess  your  Security  Intelligence  now  at  logrhythm.com/simm  The  Security  Intelligence  Company 
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Land  O’Lakes  moved  its  core  systems  off  of 
legacy  technology  and  now  has  a  cloud-first, 
mobile-first  culture,  says  CIO  Michael  Macrie. 
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Legacy  Therapy 

Oh,  how  we  love  to  hate  the  L  word  in  this  industry.  Legacy  systems  pro¬ 
vide  the  most  convenient  scapegoat  in  the  business  lexicon  today.  They  get 
the  blame  for  everything  from  hobbling  innovation  and  fouling  up  cus¬ 
tomer  service  to  destroying  a  company’s  competitive  edge.  Who  needs  the 
Big  Bad  Wolf  when  you  have  a  data  center? 

All  this  demonizing  gets  on  my  nerves  just  a  bit,  as  it  tends  to  sweep 
CIOs  and  their  IT  organizations  into  the  blame  bin  along  with  those  nasty 
old  technologies.  Yet  you  can  slap  the  L  word  label  on  any  technology  older 
than  12  months  these  days.  Soon,  that  will  be  six  months. 

So  maybe  it’s  time  for  some  legacy  therapy  to  clear  the  air.  A  little  com¬ 
passionate  listening  between  IT  and  business  people.  Some  blame-free 
problem  solving  in  the  C-suite.  (Nobody  has  to  hug.)  Our  therapeutic  con¬ 
tribution  is  this  month’s  cover  story  (“Breaking  Free,”  page  22),  in  which 
we  explore  some  smart,  workable  ways  companies  are  moving  beyond  the 
legacy  blame  game  and  delivering  greater  business  value  (well,  maybe  a 
hug  is  in  order). 

There’s  actually  a  lot  of  good  news  in  our  story.  Legacy  replacement  is 
getting  genuine  support  from  CEOs  and  business  leaders  now,  along  with 
a  healthy  dose  of  urgency.  “The  business  units’  CEOs  are  driving  the  move 
to  get  rid  of  legacy,”  says  Clay  Johnson,  global  CIO  of  GE  Power  &  Water, 
which  used  a  combination  of  cloud  services  and  consolidation  to  cut  spend¬ 
ing  on  IT  server  infrastructure  by  $19  million  in  just  the  past  18  months. 

At  Land  O’Lakes,  where  IT  expenses  were  once  considered  a  necessary 
evil,  the  company  leadership  woke  up  to  the  potential  strategic  value  of  IT 
as  a  growth  enabler  in  2008.  Moving  its  core  systems  to  the  cloud  wasn’t 
originally  in  the  plan,  explains  CIO  Mike  Macrie,  “but  halfway  through,  we 
realized  the  value  and  speed  to  market  [enabled  by  software  as  a  service].” 

Discover  Financial  Services  took  a  different  approach,  replacing  an  older 
banking  platform  with  software  built  on  an  open  architecture.  “It  allowed 
us  to  connect  our  applications  from  our  card  business  and  lending  business 
and  our  banking  business  into  one  platform,”  says  CIO  Glenn  Schneider.  “It 
allowed  us  to  create  a  seamless  experience  across  all  channels.” 

Underneath  it  all,  this  is  a  story  about  managing  change  and  embrac¬ 
ing  the  future.  Breaking  free  of  legacy  systems  is  every  bit  as  much  about 
people,  process  and  company  culture  as  it  is  about  technology.  (Cleansing 
breath,  everyone.  This  concludes  your  therapy  session.) 


Maryfran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 


Wooing  Talent  Online 

Is  the  careers  page  on  your  company's 
website  outdated,  confusing  or  boring?  It 
could  be  driving  away  top  talent.  The 
average  job  candidate  will  spend  less  than 
60  seconds  on  a  careers  page  before 
deciding  whether  to  pursue  a  job  with  the 
company.  To  keep  candidates  engaged,  set 
up  a  careers  page  that  resembles  a  dat¬ 
ing  site,  uses  responsive  design  and  offers 
an  easy  way  to  search  for  open  posi¬ 
tions.  And  don't  subject  users  to  tedious 
application  processes-no  12-page 
forms.  Also:  Avoid  stock  photography; 
use  pictures  of  actual  employees. 
www.cio.com/article/2954559/ 

Speedy  Legal  Help 

□Os  should  have  good  relationships  with 
their  internal  legal  teams,  of  course,  but 
they  should  also  have  cybersecurity 
attorneys  on  retainer  for  fast  help  when 
security  incidents  occur.  An  external  law 
firm  with  security  expertise  can  help  a  CIO 
navigate  unfamiliar  legal  areas  such 
as  compliance  with  local,  state  and  national 
privacy  laws  and  security  reguirements. 
Many  companies  also  rely  on  outside 
counsel  to  coordinate  incident-response 
plans  and  crisis  management.  Because 
speed  is  critical  in  dealing  with  any  data 
breach,  companies  that  have  cybersecurity 
attorneys  on  retainer  are  better  positioned 
to  quickly  and  efficiently  respond  to 
incidents  and  negotiate  with  government 
agencies. 

www.cio.com/article/2956374/ 

Correction 

The  July/August  article  "Spotting  Bottle¬ 
necks  and  Defects"  had  an  incorrect  name 
for  the  CIO  at  Berner  Food  and  Beverage. 

His  name  is  Troy  Grove.  CIO  regrets  the 
error. 


Have  a  comment  about  a  story  in  this 
issue?  Go  to  www.cio.com/magazine  or 
write  to  ietters@cio.com. 


OCTOBER  1,  2015  www.cio.com 


PHOTO  BY  ANDREA  WINCHENBAUGH 


New  Generation 


T,  . 

IlkWilM 


L  L'  l 


Optimum  Performance  with  Highest  Efficiency 

•  Intel®  XeorY”  processor  E7-8800  /  4800  and  E5-4600  v3  product  family 

•  Up  to  6TB  ECC  LRDIMM  DDR4  /  DDR3  memory  in  96  DIMM  sockets  (SYS-4048B, 
8048B  Rackmount)  /  1TB  ECC  LRDIMM  DDR3  memory  in  32  DIMM  sockets 
(SYS-8028B,  8048B  Tower)  /  3TB  ECC  LRDIMM  DDR4  memory  in  48  DIMM 
sockets  (SYS-2048U) 


•  Up  to  1 1  PCI-E  3.0  expansion  slots 


XEON 

inside' 


Up  to  48x  2.5"SAS3  drives  (SYS-4048B),  or  24x  3.5"SAS2  drives  (SYS-8048B 
Rackmount),  or  20x  2.5"  SAS3  and  4x  NVMe  /  SAS3  hybrid  ports  (SYS-2048U) 
Redundant  Titanium  Level  high-efficiency  (96%+)  power  supplies  with  PC  & 
PMBus  supported 

Total  solution  with  Server  Management  Utilities  including  IPMI  2.0 
Server  management  and  remote  KVM  with  dedicated  LAN,  Power 
Management,  and  more... 

Dual  lOGBase-T  ports  with  Intel®  X540 10GbE  controller 


Data  Center 


2U  Ultra 

SYS-2048U-RTR4 


Cloud  Computing 


Enterprise-Mission  Critical 


Simulation 


4U  3.5"  HDDs 

SYS-8048B-TRFT  (shown) 
SYS-8048B-TR4FT 


Virtualization 


4U  2.5"  HDDs 

SYS-4048B-TR4FT  (shown) 
SYS-4048B-TRFT 
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SYS-8028B-TR3F. 


EX  DP  32  DIMMs 

SYS-2028UT-B(T/C1)NRT 


4U /Tower 

SYS-8048B-C0R3FT 

SYS-8048B-TR3F 
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M  TITANIUM  WeP  wer  the  Cloud  _ ^ 

Learn  more  at  www.supermicro.com/Xeon_MP 

■ 

®  Super  Micro  Computer,  Inc.  Specifications  subject  to  change  without  notice. 

Intel,  the  Intel  logo,  the  Intel  Inside  logo,  Xeon,  and  Intel  Xeon  Phi  are  trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries. 
All  other  brands  and  names  are  the  property  of  their  respective  owners. 
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Career  Courage 

We  talk  a  lot  about  transformation  in  this  industry:  digital  transformation, 
IT  transformation,  business  transformation,  and  so  on. 

But  what  we  often  overlook  are  career  and  personal  transformation.  I 
recently  had  the  pleasure  of  interviewing  Tony  Koures,  CTO  at  the  Univer¬ 
sity  of  California,  San  Diego’s  Clinical  and  Translational  Research  Institute. 
What  I  heard  was  an  inspiring  transformation  story. 

Koures  started  out  in  the  sciences.  He  earned  a  Ph.D.  in  computational 
chemical  physics  from  the  University  of  Utah  and  went  on  to  work  as  a 
practicing  scientist  at  several  organizations,  including  Honeywell.  Then 
his  career  took  a  turn  toward  Wall  Street,  and  he  spent  16  years  in  vari¬ 
ous  executive  IT  positions  (including  CIO)  at  companies  such  as  UBS  and 
Lehman  Brothers. 

Yet  for  all  his  professional  accomplishments,  something  was  still  miss¬ 
ing.  Koures  wanted  to  get  back  to  his  roots  as  a  scientist.  He  also  wanted  to 
feel  like  his  work  was  improving  people’s  lives.  You  might  think  someone 
with  his  resume  could  hook  up  with  a  well-connected  recruiter  and  have 
several  job  offers  in  no  time. 

Turns  out  recruiters  had  a  hard  time  figuring  out  how  to  interest  health 
sciences  companies  in  a  scientist  turned  Wall  Street  IT  exec.  So  Koures  took 
the  search  into  his  own  hands,  using  his  own  network  to  find  openings  at 
research  institutions  in  Southern  California.  He  spotted  an  ad  from  UC  San 
Diego,  answered  it  and  landed  his  current  job.  The  transition  wasn’t  easy. 
It  meant  changing  the  way  he  communicates,  to  fit  the  laid-back  SoCal  uni¬ 
versity  style  rather  than  the  aggressive  Wall  Street  approach.  It  also  meant 
readjusting  to  the  resource-constrained  university  IT  environment  after 
growing  accustomed  to  the  big  IT  budgets  of  the  finance  world. 

I  call  attention  to  Koures’  unusual  career  path  because  I  admire  people 
who  reassess  their  lives,  decide  on  a  new  course  and  make  it  happen.  My 
wife  of  15-plus  years  did  something  similar  when  she  left  advertising  to 
become  a  nurse.  (And  with  three  little  kids  underfoot,  we  have  more  of  a 
need  for  nursing  skills  than  advertising  savvy  around  our  house  these  days.) 

I  know  many  of  you  make  similar  career  transformations.  You  move 
across  diverse  industries  with  IT  and  business  leadership  skills  that  evolve 
as  constantly  as  technology  itself  does.  I  find  that  kind  of  courage  inspiring. 

Congratulations  to  those  who  make  things  happen. 


Adam  Dennison,  SVP  &  Publisher 

adennison@cio.com 
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Shift 

happens. 

Traditional  business  intelligence  has  become  too  clumsy  and 
slow  to  deal  with  the  exploding  demands  of  enterprise  data. 

CIOs  shouldn’t  be  slow  to  respond. 


Modernize  your  Bl  solution  in  weeks,  not  years,  with  Birst’s 
next-generation,  2-Tier  Bl  and  Analytics  solution.  Deliver  the 


fast,  self-service  Bl  and  analytics  experience  your  business 
users  are  demanding,  while  transparently  enforcing  data 
governance.  Birst  enables  organizations  to  deal  with  the  reality 
of  today’s  exploding  Bl  needs  by  supporting  both  centralized 
and  decentralized  deployments  in  a  single  system. 

Learn  how  other  enterprise  CIOs  are  leveraging  Birst  to 
modernize  their  Bl  and  Analytics.  Visit  birst.com/CIOs. 
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ADVERTORIAL 


Growing  ERP  Complexity 
Poses  Core  Business  Challenges 


Market 

Pulse 


The  attention  of  today's  digitally  driven  business  world 
is  heavily  focused  on  cloud  computing,  mobile  devices, 
big  data  analytics,  and  other  "hot"  technology  trends. 

It  can  be  easy  to  lose  sight  of  critical  changes  affecting 
the  core  software  on  which  businesses  run.  Enterprise 
Resource  Planning  (ERP)  platforms  and  the  environ¬ 
ments  in  which  they  operate  have  been  evolving  and  are 
becoming  much  more  complex.  Organizations  that  fail 
to  manage  today's  expanding  ERP  capabilities  and 
challenges  are  likely  to  suffer  significant  consequences. 

Virtually  every  business  function  now  falls  under 
ERP's  umbrella,  including  financial  planning  and 
accounting,  inventory  and  sales  management,  human 
capital  management  (HCM),  customer  care,  and  many 
other  central  business  activities.  As  such,  ERP  deploy¬ 
ment,  integration,  and  management  choices  can  affect 
everything  from  tactical  and  strategic  decision-making 
to  regulatory  compliance,  business  agility,  and  even 
competitive  advantage. 

ERP  COMPLEXITY 

Unfortunately,  the  complexity  of  ERP  ecosystems  has 
increased  during  the  past  two  years.  That's  according 
to  nearly  three  quarters  of  IT  and  business  execu¬ 
tives  recently  surveyed  by  IDG  Research  Services.  For 
example,  many  organizations  adopt  ERP  suites  from  a 
single  vendor  as  their  primary  ERP  platform,  but  then 
also  deploy  one  or  more  secondary  ERP  solutions  for 
specific  needs  and  requirements. 

During  the  past  two  years,  32  percent  of  the  survey 
respondents  report  increases  in  the  number  of  ERP  plat¬ 
forms  or  packages  deployed  at  their  organizations. 

Beyond  the  raw  numbers  and  types  of  ERP  solu¬ 
tions  deployed,  the  nature  of  those  deployments  is 
also  shifting.  Given  the  critical  business  role  that  ERP 
solutions  play,  it  isn't  surprising  that  69  percent  of  the 
respondents  currently  host  their  ERP  deployments 
on-premises.  Just  52  percent  say  they  expect  to  do  so 
in  two  years  from  now,  however.  During  this  period,  the 
use  of  public-cloud  software-as-a-service  ERP  solutions 
is  expected  to  more  than  double,  from  six  percent  today 
to  14  percent  in  two  years. 


Despite  the  rapidly  shifting  ERP  landscape  -  and 
cloudscape  -  only  45  percent  of  the  survey  respon¬ 
dents  say  they  have  enterprise  strategies  in  place  to 
govern  their  ERP  deployments.  Many  organizations 
also  lack  the  in-house  expertise  to  deal  with  the 
challenges  posed  by  ERP  environments  that  contain 
multiple  vendors'  platforms  as  well  as  on-premises 
and  cloud-based  components.  Especially  daunting 
are  application  integration  demands  (identified  as 
a  top  concern  by  49  percent)  and  business  process 
integration  (cited  by  46%). 

EVALUATING  ERP  PARTNERS 

To  address  these  and  other  ERP  needs,  many  orga¬ 
nizations  are  turning  to  third-party  systems  integra¬ 
tors,  consultants,  and  other  ERP  partners.  But  not  all 
of  these  partners  are  meeting  their  clients'  expecta¬ 
tions.  For  example,  85  percent  of  the  respondents 
say  integration  expertise  is  a  critical  or  very  impor¬ 
tant  ERP  partner  capability,  but  only  59  percent  say 
their  partners  are  delivering  excellent  or  very  good 
integration  expertise. 

NTT  DATA  has  established  itself  as  a  leading 
service  provider  with  full  life-cycle  ERP  practices 
and  a  comprehensive  portfolio  of  digital  business 
advisory  services,  business  process  and  cloud 
expertise,  integration  accelerators,  SaaS  implemen¬ 
tation  and  migration  services,  and  many  other  ERP- 
relevant  offerings.  The  company  counts  more  than 
10,000  ERP  professionals  among  its  employees, 
helping  clients  get  the  most  from  their  ERP  invest¬ 
ments  in  more  than  40  countries.  ■ 


For  more  information  about  NTT  DATA'S 
ERP  offerings  and  how  they  are  driving 
digital  business  today,  see 
www.cio.com/whitepapers/nttdata 


NTT  DaTa 
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Revving  Up  Innovation 

IT 'mechanics'  at  Progressive's  innovation  garage  help  employees 
test-drive  new  ideas  for  feasibility  by  Stephanie  overby 


Some  of  the  best  business  ideas  were  dreamt  up  in  a  garage— Hewlett-Packard  and  Harley 
Davidson,  Disney  and  Mattel,  Amazon  and  Google. 

So  when  IT  leaders  at  $18  billion  Progressive  Insurance  wanted  to  foster  that  kind  of  inspiration 
among  the  company’s  26,000  employees,  they  launched  the  Business  Innovation  Garage  (BIG).  A 
resource  that’s  available  to  help  employees  test  innovative  ideas,  the  garage  is  staffed  by  a  manager 
and  a  rotating  group  of  “mechanics”— IT  analysts,  system  engineers  and  developers  who  don  blue 
shirts  like  those  worn  in  auto  repair  shops. 

At  the  recent  CIO  100  event,  CIO  Ray  Voelker  described  the  award-winning  garage  as  “a  secure 
think  tank  to  try  things  out,  walled  off  from  production  systems  so  we  can  take  more  risk.”  And  he 
says  it  encourages  employees  to  work  with  IT— instead  of  going  around  IT. 

The  garage  is  one  of  several  IT-enabled  “innovation  services”  at  Progressive;  others  include 
the  Edison  program  for  crowdsourcing  employee  ideas,  and  the  Action  Factory,  a  series  of  ►  ► 
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38%  Large,  non-tech  companies  that  have  set  up  tech  innovation 


centers,  often  in  Silicon  Valley.  Altimeter  Croup  &  Capgemini  Consulting 
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OPENSHIFT  ENTERPRISE 


DELIVER  APPS  FASTER 


When  innovation  is  the  name  of  the  gamer  speed  matters 


OpenShift  Enterprise  by  Red  Hat®,  an  award-winning1  private  Platform-as-a-Service  (PaaS) 
uses  containers  and  orchestration  to  help  you  rapidly  innovate. 


Simplify  DevOps  and  build  the  apps  you  need-when  you  need  them 


redhat.com/paas 


'  openshift.com/awards 
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MEETING  DEMANDS  FOR 
ACCELERATED  DELIVERY 


Container  orchestration  and  platform-as-a-service 
advancement  at  heart  of  OpenShift  Enterprise  3 


THE  NEED  FOR  ACCELERATED  DELIVERY  of  new  applications  and 
services  is  increasingly  driving  enterprise  IT  strategies.  More  rapid,  more 
efficient  delivery  is  causing  a  transformation  of  IT  through  the  adoption  of 
new  technologies  and  processes,  including  platform-as-a-service  (PaaS), 
Docker  containers  and  DevOps. 

In  a  recent  survey  of  large  enterprises  conducted  by  IDG  Research  Services, 
79%  of  respondents  say  faster  delivery  is  a  critical  or  very  important  IT  priority 
at  their  companies.  However,  significantly  fewer,  59%,  are  highly  confident 
they  can  accelerate  new  apps  and  services  over  the  next  12  months. 

The  pace  of  change  and  the  adoption  of  new  technologies  and  processes  is 
so  intense  and  relentless  that  many  are  scrambling  to  achieve  a  high  degree 
of  automation  from  development  to  deployment.  Relatively  few  of  those 
surveyed,  for  example,  have  focused  on  developing  a  strategy  to  deal  with 
the  automation  challenges  of  orchestrating  and  managing  containers. 

PaaS  helps  application  development  and  IT  operations  teams  create  and 
deploy  apps  with  the  speed  and  consistency  that  business  demands.  Rather 
than  waiting  for  lengthy  procurement  and  provisioning  processes,  developers 
can  utilize  PaaS  to  gain  access  to  resources  on  demand. 

Containers  abstract  applications  from  the  complexity  of  deployment  and 
distribution.  Enterprise  IT  organizations  are  eager  to  take  advantage  of  the 
key  benefits  of  containerization,  such  as  agility  and  speed  of  deployment, 
portability  and  compatibility,  standardization,  and  easier  application 
management.  But,  according  to  the  survey,  just  11%  have  developed  a 
long-term  container  strategy,  even  though  most  of  those  already  running  or 
experimenting  with  containers  have  encountered  or  anticipate  challenges, 
including  security,  complexity  and  networking  issues. 

In  particular,  there  is  a  fear  of  "container  sprawl"  such  as  experiences  with 
Virtual  Machines  in  the  initial  stages  of  data  center  virtualization  and  the 
issue  of  developers  having  to  spend  too  much  time  building  and  orchestrating 
containers  rather  than  focusing  on  writing  great  code. 


OpenShift  Enterprise  3  helps  organizations  accelerate  application 
development  and  delivery  by  enabling  development  and  operations 
teams  to  be  more  agile,  responsive  and  efficient.  To  access  a  report 
on  the  IDG  Research  survey,  please  go  to  www.cio.com/redhatmp. 


OpenShift  Enterprise  3,  the  next  generation 
of  Red  Hat's  PaaS  offering,  helps  accelerate 
application  development  and  delivery  with  a 
container-based  application  platform  based  on 
Docker,  powered  by  Red  Hat  Enterprise  Linux, 
and  incorporating  the  Kubernetes  orchestration 
and  management  engine. 

Services  running  in  Linux  containers  are  isolated 
within  a  single  copy  of  the  operating  system 
running  on  a  physical  server  (or,  potentially, 
within  a  virtual  machine).  OpenShift  Enterprise  3 
incorporates  a  native  implementation  of  Docker 
containers,  the  most  popular  Linux  container 
format.  Built  around  a  standardized  container 
model  powered  by  native  Docker  APIs,  an 
application  created  on  OpenShift  can  easily 
run  anywhere  that  supports  Docker  formatted 
containers. 

Kubernetes  is  another  open  source  project  that 
represents  a  powerful,  web-scale,  container 
orchestration  and  management  engine  to 
manage  a  cluster  of  Linux  containers  as  a  single 
system  and  avoid  the  potential  of  container 
sprawl.  It  was  initiated  by  Google  and  Red  Hat  is 
one  of  the  top  contributors.  OpenShift  Enterprise 
3  directs  a  collection  of  containers  which  are 
grouped  to  form  microservices  and  further 
aggregated  to  create  applications.  They  can 
be  run  in  a  distributed  fashion  across  a  variety 
of  environments. 


Strategic  Marketing  Services  by  Red  Haf 
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one-day  sessions  to  accelerate  discussions  of 
business  problems. 

Designed  to  foster  rapid  experimentation, 

BIG  has  over  145  experiments  completed  or  in 
progress.  It  began  as  an  online  collaboration 
platform  with  mechanics  working  in  a  small 
cubicle  space,  but  it  now  has  its  own  room  at 
one  of  Progressive’s  main  campuses  in  Cleve¬ 
land,  next  door  to  the  coffee  shop.  “The  pub¬ 
lic  location  allows  people  to  stop  in  and  ask 
questions,  learn  about  BIG  if  they’re  unfamil¬ 
iar  and  see  mechanics  and  other  employees 
collaborate  on  experiments  in  real  time,”  says 
Erin  Baginski,  a  Progressive  IT  director  and 
the  leader  of  the  BIG  initiative. 

Any  employee,  from  a  call 
center  agent  to  the  CEO,  can 
submit  an  experiment.  “Some¬ 
times  the  ideas  end  up  being 
rerouted  to  the  team  that  can 
provide  a  fast  answer,  but  most 
are  true  experiments  that  take 
research  and  testing  to  learn 
more,”  Baginski  says.  Mechan¬ 
ics  lead  the  experiments,  work¬ 
ing  closely  with  the  employees 
who  proposed  them  to  identify 

business  partners  to  include  in  the  effort  and  conduct  intake 
meetings  to  get  a  better  idea  of  intended  results.  The  goal  is 
to  “pair  up  the  right  people  to  solve  those  problems  through 
small,  collaborative,  cross-functional  teams,”  Baginski  explains. 

One  recent  experiment  explored  how  the  company  could 
leverage  wearable  devices  to  improve  the  customer  experience. 
In  an  Accenture  survey  of 200  insurance  executives,  63  percent 
of  the  respondents  said  they  believe  wearables  will  be  adopted 
broadly  by  the  insurance  industry  within  two  years. 

“All  [BIG]  experiments  are  successful  as  long  as  we  learned 
something  and  took  action.  That  could  mean  changing  direc¬ 
tions  on  an  idea,  putting  an  idea  on  the  shelf,  or  further  advanc¬ 
ing  the  idea  into  a  formal  project,”  says  Baginski. 

The  garage  also  provides  a  new  way  for  employees  to  get 
help  from  IT.  “We’re  already  seeing  evidence  of  better  com¬ 
munication  between  the  business  and  IT  due  to  BIG,”  she  says. 

Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 
Executive  Editor  Mitch  Betts  contributed  to  this  article. 


crunch 

Risky  Business  indeed 

Data  security  risks  leaped  from  fifth  place  in  2014  to  second 
place  this  year,  in  an  annual  survey  of  business  risk  managers 


WHAT  ARE  U.S.  BUSINESSES  MOST  WORRIED  ABOUT? 


60% 


Multiple  responses  allowed. 


SOURCE:  Travelers  Insurance  survey  of  1,210  business  risk  managers,  May  2015 

(\ 


AH  [BIG] 
experiments 
are  successful 
as  long  as 
we  learned 
something  and 
took  action.” 

-Erin  Baginski,  IT  director, 
Progressive  Insurance 


Tablets  Alter 

Car-Buying 

Experience 

London  is  jam-packed  with  historic  buildings, 
leaving  little  room  for  car  dealerships  with 
sprawling  lots  of  inventory.  So  when  Infiniti 
Retail  Group  U.K.  considered  moving  into  the 
densely  populated  city,  it  ditched  the  tradi¬ 
tional  dealership  and  headed  to  the  mall. 

At  two  stores  in  Westfield  shopping  centers 
in  metro  London,  shoppers  can  use  Microsoft 
Surface  3  hybrid  tablets  to  watch  videos  and 
look  at  brochures  about  all  Infiniti  models. 
They  can  also  configure  vehicles  on  the 
devices.  Sales  reps  can  use  the  tablets  for  all 
tasks,  including  the  signing  of  documents, 
which  are  stored  in  the  cloud. 

Of  course,  you  can't  test  drive  a  car  on  a  tab¬ 
let,  but  cars  are  available  outside  for  custom¬ 
ers  who  want  to  take  a  spin. 

In  addition  to  saving  Infiniti  money  on  real 
estate,  the  reimagined  dealerships  allow  for 
better  customer  engagement  and  a  speedier 
sales  process,  says  Brendan  Norman,  managing 
director  of  Infiniti  Retail  Group  U.K.  The  tablets 
have  "created  a  lot  deeper  discussion  with  the 
customers  than  we  were  having  beforehand," 
he  says,  "and  that's  been  turning  into  a  quite 
dramatic  increase  in  sales."  -Sarah  K.  White 


. 37%  u.s  .  workers  who  consider  themselves  'intrapreneurs'-meaning  they're 

able  to  act  like  entrepreneurs  in  their  current  organizations.  University  of  Phoenix  ••••••• 
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Secure  your  network.  Protect  your  data.  And  rest  assured  your  IT  infrastructure  is  cared  for  by 
a  leader  in  the  business.  We’ll  work  with  your  IT  team  to  handle  the  day  to  day  network  tasks, 
so  they  can  focus  on  the  big  picture.  From  reliable  bandwidth  to  financial  industry  compliance, 
nobody  knows  networks,  and  your  network  needs,  like  we  do. 

1-877-900-0246 
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Today's  CIO  Is  a  Future  CEO 

IT  chiefs  have  evolved  to  become  strategic  thinkers  who  can  guide 
their  companies  to  the  digital  future  by  adam  hartung 
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In  the  30  years  since  the  CIO  title  emerged,  the 
position  has  been  freed  from  the  air-conditioned 
basements  and  has  moved  into  the  C-suite,  with  a 
mission  to  help  companies  obtain,  synthesize,  ana¬ 
lyze  and  transport  information.  CIOs  help  leaders 
make  better  decisions. 

In  the  1980s,  producing  information 
while  managing  costs  was  the  CIO’s  job. 

At  the  time,  it  seemed  like  the  CIO  had 
arrived,  but  in  fact  the  CIO  was  seen  as  a 
technocrat  at  the  beck  and  call  of  “the  busi¬ 
ness.”  Very  few  CIOs  had  MBAs,  or  saw  a 
need  for  one.  Most  CIOs  viewed  this  job 
as  the  end  of  the  career  rainbow:  profes¬ 
sional  technologists  answering  questions 
for  professional  business  leaders.  These 
CIOs  never  considered  becoming  CEOs  or 
board  members. 

Since  then,  the  CIO  role  has  changed 
dramatically.  CFOs,  COOs  and  general 
counsels  still  largely  do  what  they  did  in  the  1980s,  but 
today  CIOs  have  a  very  different  job  to  do.  The  CIO  of 
2015  is  more  important  than  ever.  Whoever  owns  this  role 
commands  a  vision  for  the  entire  business.  She  is  a  person 
capable  of  being  a  CEO— someone  as  comfortable  talking  in 
the  boardroom  as  she  is  talking  in  a  meeting  about  mobile 
devices  or  data  architecture. 

CIOs  today  address  enterprise  issues  that  affect  long¬ 
term  strategy  as  well  as  short-term  implementations.  They 
balance  the  risk  of  business  results  with  the  risk  of  imple¬ 
mentation,  and  they  talk  in  business  terms  about  what  is 
best  for  the  organization.  Like  other  C-suite  residents,  they 
are  business  leaders  first,  and  functional  pros  second.  The 
ability  to  successfully  implement  a  project  is  just  the  most 
basic  job  requirement.  Adding  business  value  is  why  they 
are  at  the  C-suite’s  table. 

The  desire  to  introduce  disruptive  innovations  is  on 
every  corporate  agenda.  CIOs  today  are  able  to  discuss  what 
is  game-changing  and  what  is  not;  what  is  a  no-brainer  and 


what  is  full  of  risk;  what  are  short-term  wins  and  what  is 
necessary  for  long-term  competitiveness.  It’s  not  enough  to 
call  CIOs  “information  officers”  or  “innovation  officers”— 
they’re  strategic  thinkers  who  are  full-fledged  corporate 
officers  responsible  for  the  company’s  long-term  value. 

The  CEO  and  his  team,  as  well  as  the  board,  want  the 
CIO  to  tell  them  the  business  implications 
of  technology  choices,  and  to  answer  ques¬ 
tions  like  these: 

■  What  information  analytics,  espe¬ 
cially  in  big  data,  are  we  using  to  grow 
revenue?  What  insights  do  we  have  that 
competitors  don’t? 

■  Do  we  really  know  our  competitors’ 
costs  and  customer  development  efforts? 
Can  we  keep  competitors  at  bay  and  grow? 

■  How  do  we  balance  the  benefits  of 
globalization  with  the  risk  of  intellectual- 
property  theft?  Are  our  supply  chain  ven¬ 
dors  our  friends,  or  our  enemies?  How 

much  can  we  grow  international  sales?  How  do  we  do  that? 

■  Is  our  mobile  effort  best  in  class— or  are  we  chasing 
the  competition? 

■  How  do  we  ensure  cybersecurity  and  minimize  risks? 
What  is  our  plan  to  handle  the  inevitable  hack  and  simul¬ 
taneously  keep  customers  happy? 

■  What  is  our  plan  for  improving  the  customer  experi¬ 
ence  and  sales? 

Today’s  CIO  is  a  future  CEO.  There’s  no  other  way  to 
think  about  the  job.  IT  is  a  function,  but  its  leader  is  a  stra¬ 
tegic  thinker  who  can  drive  long-term  vision.  The  CIO  adds 
as  much  value  as  the  CFO,  because  the  CIO  knows  the  road 
map  to  higher  revenue  and  margins. 

Although  we  thought  the  CIO  had  arrived  in  the  1980s, 
truthfully  the  role  is  just  now  coming  into  its  own. 


Adam  Hartung,  a  CEO  at  three  companies,  is  a  leadership 
columnist,  a  speaker  and  a  fellow  of  the  National  Association 
of  Corporate  Directors. 


The  CIO  role 
has  changed 
dramatically. 
CFOs  and  COOs 
still  largely  do 
what  they  did  in 
the  1980s,  but 
today  CIOs  have 
a  very  different 
job  to  do. 
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Leading  analyst  groups  agree,  when  it  comes  to  delivering  digital  worker 
tools  and  solutions  that  actually  work,  no  one  matches  Unisys  in  terms 
of  ability  to  execute  and  completeness  of  vision.  Learn  how  our  array 
of  technology  solutions,  physical  infrastructure,  human  capital,  and 
security  expertise  for  enabling  digital  workers  is  unmatched  worldwide. 
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For  more  information,  visit  us  at  unisys.com/generationd 
or  email  us  at  DigitalGen@unisys.com 
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Owens  Corning  revamps  IT  to  improve  visibility  into  its  supply 
chain  and  prevent  late  deliveries  by  mary  k.  pratt 

Owens  Corning  is  posting  historically  high  marks  for  on-time  deliveries  of  products  and  invoice 
accuracy  these  days,  which  fits  squarely  with  the  company’s  emphasis  on  customer  service. 

The  improvements  stem  from  a  global  technology  overhaul  that  gives  employees  better  visibility 
into  operations  so  they  can  spot  problems  that  could  delay  a  customer’s  order. 

It’s  a  significant  improvement  over  how  operations  used  to  work,  says  Steven  Zerby,  vice  presi¬ 
dent  and  CIO  of  the  $5.3  billion  manufacturer  of  insulation,  roofing  and  composites. 

In  the  past,  “the  customer  would  call  or  electronically  send  an  order  and  there  was  a  pretty 
significant  gap  in  time  for  us  to  figure  out  if  we  could  manufacture  it  in  time,  [and]  what  were  the 
logistics.  But  from  a  customer  perspective,  they  wanted  to  place  an  order  and  get  a  yes.  So  we  re¬ 
engineered  all  the  systems  with  that  in  mind,”  Zerby  says.  ►  ► 
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HER  ENGINEERS  MINED 
THE  INTERNET  OF  THINGS 
TO  SAVE  $1  BILLION. 

HOW  THEY  DID  IT, 

SHE  WONT  SAY 


Splunk'  solutions  help  organizations  harness  the  power  of  machine  data  generated 
by  sensors,  industrial  devices  and  control  systems.  Companies  around  the  world  use 
Splunk  software  to  gain  a  competitive  advantage  and  protect  their  business,  but  only 
a  few  of  them  will  talk  about  it. 


just  ask  ►  What  can  you  do  with  Splunk?  Find  out  at  splunk.com/justask-loT 
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>  listen  to  your  data 
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The  company’s  Customer  Experience  Transforma¬ 
tion  project  completely  replaced  core  operational  systems, 
from  manufacturing  to  customer  service,  with  technolo¬ 
gies  from  various  vendors,  including  SAP.  The  new  plat¬ 
form,  which  won  a  CIO  100  award,  includes  a  feature 
that  Owens  Corning  calls  the  Customer  Resolution  Dash¬ 
board,  which  gives  users  information  about  the  global 
supply  chain  so  they  can  solve  problems  in  real  time. 

The  transformation  project  integrated  systems, 
including  CRM  and  supply  chain  management,  into  a 
single  “pane  of  glass”  that  lets  users  around  the  globe  see 
all  aspects  of  a  customer’s  order  with  one  click,  enabling 
them  to  remedy  potential  delays  in  production,  ware¬ 
house,  transportation,  billing  or  pricing  functions. 

“It  allows  speed  getting  back  to  customers,  and  speed 
when  we  need  resolutions,”  says  Jason  Pant,  IT  director 
for  Owens  Coming’s  Composite  Solutions  Group. 

Forrester  Research  analyst  Kyle  McNabb  says  com¬ 
panies  such  as  Owens  Corning  are  under  pressure  to 
“rethink  their  technology  platforms,  so  they  can  really 
help  improve  customer  value,”  because  customers  have 
high  expectations  these  days. 

For  example,  Zerby  says  Amazon.com’s  online  retail 
operation  has  “trained”  people  to  expect  multiple  deliv¬ 
ery  options,  such  as  express  delivery,  so  Owens  Coming 
is  now  making  that  possible  in  its  supply  chain. 


►  CONTAINERS 


1  CONTAINERS  ARE  PROBLEM-SOLVERS.  Containers 
can  help  IT  get  software  to  run  reliably  when  moved 
from  one  computing  environment  to  another,  such  as 
from  a  developer's  laptop  to  a  test  environment,  from 
a  staging  environment  into  production,  or  from  a  physical 
machine  in  a  data  center  to  a  virtual  machine  in  a  private  or 
public  cloud.  A  container  consists  of  an  entire  runtime  envi¬ 
ronment:  an  application,  plus  all  its  dependencies,  libraries, 
and  configuration  files  needed  to  run  it.  By  bundling  the 
application  and  its  dependencies,  differences  in  OS  distribu¬ 
tions  and  infrastructure  are  abstracted  away. 


2  IT'S  DIFFERENT  FROM  VIRTUALIZATION.  With 
virtualization,  the  virtual  machine  includes  an  entire 
operating  system  as  well  as  the  application.  A  physi¬ 
cal  server  running  three  virtual  machines  would  have 
a  hypervisor  and  three  separate  operating  systems  running 
on  top  of  it.  In  contrast,  a  server  running  three  container¬ 
ized  applications  runs  a  single  operating  system,  and  each 
container  shares  the  operating  system  kernel  with  the  other 
containers.  That  means  the  containers  are  much  more  light¬ 
weight  and  use  far  fewer  resources  than  virtual  machines. 


Old  Software  Had  to  Go 

Zerby  says  the  IT  transformation  was  overdue.  Owens 
Corning  first  implemented  its  SAP  system  in  the  late 
1990s.  And  while  that  system  had  been  upgraded  over 
the  years,  company  leaders  realized  by  2010  that  the 
technology  neither  fully  met  workers’  needs  nor  enabled 
high  levels  of  customer  service.  Zerby’s  team  concluded 
that  core  systems  had  to  go,  to  be  replaced  by  contempo¬ 
rary  SAP  technologies.  (See  “Breaking  Free,”  page  22.) 

The  IT  team  began  designing  the  revamped  systems 
in  2011,  with  the  first  deployments  starting  in  2012.  A 
business  liaison  from  each  functional  area  worked  with 
IT  as  IT  started  overhauling  that  unit’s  systems.  More¬ 
over,  the  IT  team  focused  on  change  management  with 
each  deployment  to  ensure  that  employees  maximized 
the  benefits  of  the  new  systems  as  they  came  online. 

Zerby  says  that  communication  between  IT  and  the 
business  divisions  is  crucial  to  keep  up  with  future 
needs.  As  systems  age,  he  says,  they  inevitably  cause 
inefficiencies  and  force  employees  to  use  workarounds. 
“We  think  we  can  combat  that  with  a  very  regular  release 
program  of  business  functionalities  and  changes  so  we 
can  evolve  systems  at  the  same  pace  business  evolves.” 


Mary  K.  Pratt  is  a  freelance  writer  based  in  Massachusetts. 


3  SECURITY  IS  AN  ISSUE.  The  consensus  is  that 
containers  are  not  as  secure  as  virtual  machines. 

If  there's  a  vulnerability  in  the  OS  kernel,  it  could 
provide  a  way  into  the  containers  that  are  sharing  it. 
(That's  also  true  with  a  hypervisor,  but  a  hypervisor  provides 
far  less  functionality  than  a  Linux  kernel,  so  it  presents  a 
much  smaller  attack  surface.) 


4  IT'S  NOT  JUST  DOCKER.  Docker  has  become  synony¬ 
mous  with  container  technology  because  it  has  been 
the  most  successful  at  popularizing  it.  But  container 
technology  has  been  built  in  to  Linux  in  the  form  of 
LXC  for  almost  10  years.  One  notable  alternative  is  rkt,  a 
tool  from  vendor  CoreOS  for  running  app  containers.  Rkt  can 
handle  Docker  containers  as  well  as  ones  that  comply  with  its 
App  Container  Image  specification. 


5 THEY  MAY  CO-EXIST  WITH  VIRTUALIZATION.  It's 
unlikely  that  containers  will  replace  full-blown  server 
virtualization,  because  virtual  machines  offer  bet¬ 
ter  security  and  have  comprehensive  management 
tools  like  VMware's  vCenter  and  Microsoft's  System  Center. 
Virtualization  and  containers  may  be  seen  as  complementary 
technologies  rather  than  competing  ones.  That's  because 
containers  can  be  run  in  lightweight  virtual  machines  to 
increase  isolation  and  increase  security,  and  because  hard¬ 
ware  virtualization  makes  it  far  easier  to  manage  the  hard¬ 
ware  infrastructure,  such  as  networks,  servers  and  storage, 
needed  to  support  containers.  -Paul  Rubens 
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Stepping  up  to  the  New  Risks 
of  Digital  Business 

Automation  Helps  Ensure  Business  Continuity 


DIGITIZATION  IS  DRIVING  A  STEADY  STREAM  OF 
CHANGES  every  day  throughout  complex  enterprise 
landscapes.  Across  industries  and  around  the  globe, 
companies  are  furiously  seeking  to  transform  into  digital 
and  digital-first  businesses.  They  want  digital  projects 
to  be  completed  in  a  matter  of  days  and  weeks  rather 
than  months  and  years.  That  is  today's  new  digital  reality. 
But  in  the  rush,  it's  too  easy  to  lose  sight  of  increased 
digital  risk,  which  involves  more  than  network  security, 
defending  the  perimeter,  and  data  protection.  All  this  change  brings  with  it  the 
risk  of  business  process  failures. 

Today,  every  business  is  a  digital  business.  It's  hard  to  think  of  a 
corporate  business  process  that  is  not  supported  by  some  sort  of  digital 
technology  or  enterprise  software  platform.  But  because  most  business 
processes  in  large  organizations  span  multiple  apps  and  technologies  -  Web, 
cloud,  mobile  devices,  big  data,  and  dozens  of  enterprise  applications  -  even 
a  minor  glitch  in  just  one  of  those  applications  and  environments  could  have  a 
domino  effect  that  impacts  revenues,  profits,  or  the  customer  experience. 

For  the  digital  enterprise,  business  success  depends  largely  on  working 
technology.  But  by  2020,  according  to  Gartner,  60  percent  of  digital  businesses 
will  suffer  major  service  failures  due  to  the  inability  of  the  IT  team  to  manage 
digital  risk  in  new  technology  and  use  cases.  Simply  hoping  that  you  are 
not  among  those  who  will  experience  a  major  failure  is  not  an  effective 
digital  risk  strategy. 

Gaps  in  business  continuity?  Not  an  option.  Digital  business  processes 
span  a  complex  patchwork  of  applications  that  can  be  deployed  within  an 
organization's  four  walls,  or  in  the  cloud  where  they  may  be  completely  outside 
of  its  control.  Major  application  failures,  like  the  four-hour  shutdown  of  the  New 
York  Stock  Exchange,  can  incite  brand-damaging  headlines.  But  often  there  are 
errors  in  business  rules,  configuration,  or  integration  that  are  much  harder  to 
detect,  such  as  mispricing  -  no  one  wants  to  sell  airline  tickets  for  $6.00  and 
then  be  forced  to  honor  those  purchases. 

Automation  software  has  become  essential  to  help  companies  mitigate  digital 
risk.  Automated  functional  testing  helps  companies  check  every  business 
process  and  every  underlying  enterprise  system  -  every  day  -  to  verify  that  all 
business  processes  work  across  all  enterprise  applications. 


Jim  Kent,  CEO,  worksoft 


Replace  manual  labor  with  digital  labor.  Given 
the  complexity  of  today's  enterprise  landscapes, 
there  is  just  no  way  to  validate  business  processes 
manually.  Automated  business  process  testing  and 
validation  replaces  manual  labor  with  digital  labor. 
One  enterprise  is  currently  validating  300,000 
business  process  steps  daily  on  100  virtual 
machines  during  a  two-  to  three-hour  nightly 
window.  Industrial-scale  automation  overpowers 
and  controls  digital  risk. 

Lock  in  high  quality  execution,  end-to-end. 

Worksoft  automation  offers  the  only  way 
to  validate  end-to-end  business  processes 
completely  and  efficiently.  It  works  for  customer¬ 
facing  websites,  SAP,  Oracle,  Salesforce,  and 
other  enterprise  apps.  It  continues  to  perform  as 
underlying  applications  change. 

Digital  transformation  introduces  the  risk  of 
business  disruption,  but  it's  a  risk  that  can  be  and 
must  be  effectively  managed.  Don't  wait  for  a 
major  failure  to  take  action.  Take  concrete  steps  to 
control  digital  risk  today -with  automation. 

For  more  information  on  Worksoft's  business 
process  discovery  and  validation  solutions,  please 
visit  Worksoft.com.  ■ 


WORKSOFT, 


CIO 


Custom  Solutions  Group 


To  learn  more,  visit  www.worksoft.com 


CIO  Champions  Blockchain 

Oliver  Bussmann,  CIO  of  Swiss  bank  UBS,  says  digital  currencies  could 
speed  up  the  settlement  of  financial  transactions  by  clint  boulton 


Digital  currencies 

such  as  Bitcoin  have 
the  potential  to  shake 
up  the  financial  ser¬ 
vices  industry  by 
enabling  organizations  to  handle 
secure  transactions  more  swiftly 
than  today’s  asset  exchanges.  One 
global  bank  CIO  is  championing  the 
technology  as  a  key  innovation  that 
could  be  as  disruptive  as  the  Internet 
was  20  years  ago. 

Oliver  Bussmann,  group  CIO  of 
Switzerland’s  UBS,  says  that  Bitcoin’s 
blockchain  technology,  a  decentral¬ 
ized  digital  ledger  that  verifies  trans¬ 
actions  between  parties,  can  process 
trades  in  record  time,  ultimately 
improving  the  client  experience. 
That  untapped  potential  is  a  big  rea¬ 
son  why  UBS  has  set  up  innovation 
labs  to  test  cryptocurrencies,  among 
other  digital  technologies. 

Digital  Ledger  in  2016? 

“Blockchain,  as  the  digital  ledger, 
will  heavily  impact  the  way  we  do 
business  in  the  financial  services 
industry,”  Bussmann  says.  A  trusted 
blockchain  solution  could  emerge  as 
soon  as  mid-2016,  he  adds. 

Bitcoin  and  its  ilk  have  been 
shunned  by  some  banking  execu¬ 
tives  because  they  lack  the  backing 
of  a  centralized  bank  and  have  been 
used  to  conduct  illegal  transactions, 
such  as  buying  and  selling  drugs  and 
weapons  online.  Yet  banks  such  as 
UBS,  Bank  of  New  York  Mellon  and 
the  Bank  of  England  have  shown  a 
willingness  to  explore  ways  crypto¬ 
currencies  could  solve  problems  in 
the  financial  services  industry. 

Entrepreneur-tumed-venture- 
capitalist  Marc  Andreessen  has  called 


Bitcoin  a  “fundamental  breakthrough 
in  computer  science”  because  the 
blockchain  helps  establish  trust 
between  unrelated  parties  over  the 
Internet. 

Bussmann  agrees.  Over  the  past 
two  decades,  banks  have  reduced 
the  time  required  for  settlement  of 
stock  trades  and  other  transactions 
from  five  to  two  days.  But  there’s  still 
enough  of  a  lag  between  transac¬ 
tion  and  settlement  to  put  trades  at 
risk,  Bussmann  says.  For  example, 
someone  who  purchases  a  stock  for 


$100  could  see  its  value  fall  to  $90 
by  the  time  the  settlement  clears. 
But  financial  services  firms  using  a 
blockchain  to  facilitate  trades  could 
complete  transactions  with  little 
delay,  because  the  technology  serves 
as  an  unimpeachable  authority  that 
doesn’t  require  vetting  between  mul¬ 
tiple  parties.  With  blockchain,  the 
$100  stock  trade  would  close  at  $100. 

“The  ability  to  do  those  changes 
within  minutes  or  seconds  instead  of 
waiting  two  days  for  an  execution. . . 
is  a  big  change,”  Bussmann  says. 
“That  minimizes  your  exposure  in 
the  marketplace.” 

To  cultivate  the  industry’s  inter¬ 
est  in  the  technology,  Bussmann  says 
UBS  has  launched  innovation  labs 
in  London,  Zurich  and  Singapore, 
where  developers  are  attempting 
to  build  a  blockchain  solution  that 
is  secure,  scalable,  efficient  and 


trustworthy.  The  company  has  also 
announced  a  contest  it’s  calling 
the  Future  of  Finance  Challenge  to 
turn  up  new  ideas  and  technologies 
that  could  transform  the  banking 
industry.  The  competition  includes 
“immersion  workshops”  to  encour¬ 
age  startups  to  further  develop  block- 
chain  or  other  technologies. 

Bussmann’s  efforts  at  UBS  to 
develop  a  mass-market  blockchain 
have  received  the  support  of  CEO 
Sergio  Ermotti  and  the  company’s 
board  of  directors.  “Sponsorship 


from  the  CEO  is  very  important 
because  it  opens  a  lot  of  doors,”  he 
says.  “We  spent  a  long  time  with  the 
executive  board  talking  about  the 
blockchain  last  year.” 

But  while  it’s  all  well  and  good 
that  UBS’s  CEO  and  board  support 
Bussmann,  the  bank  will  still  have 
to  work  with  other  financial  services 
firms  to  achieve  a  full-scale  system. 

“The  banking  industry,  together 
with  entrepreneurs  and  other  insti¬ 
tutions,  like  stock  exchanges  and 
clearinghouses,  will  have  to  find 
a  way  to  identify  a  good  solution,” 
Bussmann  says.  “You  need  coun¬ 
terparties  to  see  if  it’s  working.”  If 
someone  establishes  that,  he  predicts 
that  financial  transactions  will  shift 
toward  the  blockchain. 


Clint  Boulton  is  a  senior  writer  covering 
CIOs  forCIO.com. 


With  a  digital  ledger,  transactions 
that  now  take  two  days  to  settle  could 
be  completed  in  minutes  or  seconds, 
reducing  market  exposure. 
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disrupting  it.W 


Innovate  faster  with 


VMware  vCloucfAirr  i§ 

One  CLOUD. 

Any  APPLICATION. 

Any  DEVICE.  '"tiwB 


VMware’s  brave  new  model  of  IT  delivers 
the  only  unified  hybrid  cloud  platform 
that  seamlessly  combines  private,  public, 
and  managed  clouds.  This  means  your 
business  can  innovate  faster  with  the 
IT  you  already  have.  Disruptive  IT  has 
never  been  so  productive. 
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It's  hard  to  become  a  nimble  digital  disruptor  if  you're 


Bold  CIOs  are  escaping  the  grip  of  legacy 
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BY  MINDA  ZETLIN 
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Rotary  Club  members  who  donate  $1,000  or  more  to  the 
Rotary  Foundation  get  a  lot  of  special  attention.  They  are 
named  Paul  Harris  Fellows  in  honor  of  the  organization's 
founder.  They  receive  a  certificate  and  an  elegant  lapel  pin. 
It's  an  important  award  in  the  Rotary  world,  and  one  that 
has  been  around  since  1957.  But  recently  it  had  become  the 
source  of  a  lot  of  unhappiness. 

"We  were  hearing  incessant  complaints  from  [donors] 
because  recognition  would  sometimes  arrive  two  to  three 
months  after  they  made  the  contribution,"  says  Rotary 
International  CIO  Peter  Markos.  "This  is  a  big  recognition  in 
our  clubs,  so  they  were  looking  for  something  more  like  two 
to  three  weeks."  The  culprit  was  Rotary's  badly  outdated 
processes  and  technology.  "We  couldn't  do  it  in  less  than 
six  to  eight  weeks,  and  sometimes  twelve,"  Markos  says. 


Any  CIO  in  a  large  organization  that's  more  than  20  years 
old  will  understand  his  dilemma.  "I  don't  think  Rotary  is 
different  from  a  lot  of  other  organizations  in  that  we  have 
systems  that  have  been  around  for  a  while,"  Markos  says. 
"Some  were  built  to  fill  a  need  15  years  ago  when  they 
couldn't  find  a  product  in  the  marketplace.  Then  they  cob¬ 
bled  other  things  on  until  it  became  a  maintenance  night¬ 
mare."  So  two  years  ago,  the  organization  began  work  on 
a  three-year  plan  to  replace  its  older  technology  with  more 
modern  alternatives,  and  to  simplify  its  systems  as  much 
as  possible.  That  has  resulted  in  many  changes-begin- 
ning  with  much  faster  recognition  for  Paul  Harris  Fellows. 
"We've  implemented  a  solution  with  a  guaranteed  [result  in] 
10  days,"  Markos  says.  "We've  been  meeting  that." 

It's  an  increasingly  common  story.  "The  legacy  life  cycle 
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Clay  Johnson,  global  CIO  of  GE  Power  &  Water, 
says  business  execs  are  leading  the  charge  to 
ditch  outdated  tech.  They're  asking:  How  do 
we  go  faster?  How  do  we  move  from  an  indus¬ 
trial  business  to  a  digital  industrial  business? 
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is  coming  to  a  quick  end,”  declares  Stephen  Andriole,  a  former 
CTO  and  CIO,  and  now  the  Thomas  G.  LaBrecque  professor 
of  business  technology  at  Villanova  University.  “The  data  we 
collect  suggests  that  a  combination  of  cloud  [computing]  and 
the  decline  of  legacy  maintenance  and  support  is  leading  more 
organizations  to  make  the  transition  more  quickly." 

Fear  of  Disruptors 

actors  such  as  the  rise  of  cloud  computing,  the  growth  of 
shadow  IT,  and  the  challenge  of  maintaining  old  technol¬ 
ogy  are  certainly  driving  the  rush  to  mothball  outdated 
systems.  But  there’s  an  even  bigger  motivator:  Legacy  tech¬ 
nology  is  hobbling  innovation  at  many  organizations.  That’s 
frightening  to  C-suite  executives  who  have  seen  disruptors 
bring  momentous  change  to  a  number  of  industries— Netflix 
in  the  video  rental  market  and  then  broadcast  TV,  Uber  in  the 
taxi  business  and  Airbnb  in  the  hotel  industry,  to  name  a  few. 
Business  leaders  may  be  wondering  if  their  industries  or  com¬ 


panies  are  next.  If  so,  there  may  be  little  they  can  do  to  defend 
themselves  if  they  depend  on  systems  from  yesteryear. 

“These  disruptive  models  are  all  greenfield-built,”  says 
Donovan  Neale-May,  executive  director  of  the  Business  Per¬ 
formance  Innovation  (BPI)  Network,  an  organization  for  exec¬ 
utives  involved  in  innovation  and  business  transformation. 
“Business  leaders  have  zeroed  in  on  the  fact  that  there’s  a  lot  of 
wealth  creation  going  on  by  companies  that  are  not  limited  by 
older,  less  adaptable,  moribund  technology.” 

A  recent  BPI  Network  survey  of  250  business  leaders  shed 
stark  light  on  their  frustration.  While  70  percent  of  the  respon¬ 
dents  reported  that  tech  has  become  far  more  important  to  their 
businesses,  only  46  percent  rated  the  level  of  innovation  in  their 
companies’  IT  groups  as  good  or  very  high.  And  only  43  percent 
said  their  IT  groups  are  doing  a  good  job  of  becoming  a  strategic, 
responsive  and  valued  business  partner. 

These  executives  are  keenly  aware  when  their  infrastructure 
is  dated,  and  they’re  at  least  as  unhappy  about  it  as  IT  is,  Neale- 


The  human 

side  of 

Replacing 

Legacy 

Systems 

CIOs  struggle  to  hire  and 
retain  IT  pros  who  can 
maintain  aging  technology 

Maintenance  woes,  inefficiency 
and  the  inability  to  respond  to 
changing  markets  are  all  excel¬ 
lent  reasons  for  replacing  legacy  technology 
sooner  rather  than  later.  But  there's  another 
motivator  that  may  be  even  more  urgent. 

"Finding  people  to  work  on  legacy  IT  is 
becoming  more  difficult  every  day,"  says 
Michael  Macrie,  senior  vice  president  and  CIO 
at  Land  O'Lakes.  'The  reality  is  that  numerous 
baby  boomers  are  retiring,  and  finding  young 
people  who  want  to  invest  their  time,  energy 
and  effort  in  legacy  technology  is  extremely 
difficult.  Yet  many  companies  around  the 
country  need  to  get  this  stuff  done.  This  gap 


will  be  an  issue  for  some  time." 

That's  a  worry  for  IT  leaders  at  large, 
well-established  companies.  "Many  IT 
organizations  have  a  demographic  time 
bomb,"  says  Matt  Bishop,  global  managing 
principal  for  CIO  Advisory  Services  at  KPMG. 
"They're  still  going  to  have  that  older  tech¬ 
nology  when  the  people  who  understand 
it  walk  out  the  door.  So  the  push  to  replace 
legacy  technology  for  business  reasons 
can  be  a  saving  grace,  helping  with  a  prob¬ 
lem  that's  coming  in  the  future." 

The  difficulty  of  hiring  skilled  IT  employ¬ 
ees  in  a  tight  labor  market  is  one  factor 
driving  the  push  to  replace  aging  systems 
with  hosted  software  or  other  cloud-based 
tools,  according  to  Stephen  Andriole,  the 
Thomas  G.  LaBrecque  professor  of  busi¬ 
ness  technology  at  Villanova  University. 
"When  I  was  CTO  at  Cigna,  we  had  3,000  IT 
people,"  he  says.  "Good  luck  finding  3,000 
competent  IT  people  now.  There's  inevita¬ 
bility  around  cloud  adoption." 

Will  You  Stay  or  Will  You  Go? 

While  moving  to  the  cloud  lessens  the 
challenge  of  hiring  new  employees  to 
maintain  in-house  systems,  what  happens 
to  the  "legacy"  staffers  you  already  have? 

"I've  struggled  most  over  this  issue," 
says  Brian  Flynn,  executive  vice  president 


and  global  CIO  at  Crawford  &  Co.  "The  most 
important  thing  is  to  have  honest  conver¬ 
sations  in  a  timely  way,"  he  says.  "People 
aren't  fools,  so  they  know  when  you're 
bringing  in  new  technology  what  that 
might  ultimately  mean  for  them."  Flynn 
and  other  tech  leaders  at  his  company 
have  been  having  these  discussions  one 
on  one  or  in  small  groups  for  a  while  now. 
"The  conversations  are  based  on  what 
they're  trying  to  accomplish,"  he  says,  "And 
then  we  ask,  'Do  you  want  to  continue  with 
our  organization  on  this  new  technology?"' 

If  the  answer  is  yes,  then  Crawford  will 
retrain  that  employee.  But  for  many,  the 
answer  is  no.  "Some  say,  'I  don't  like  this 
new  technology.  I'll  stay  on  as  long  as  you 
need  me,  if  you  let  me  know  what  the  end 
date  will  be  so  I  can  have  something  else  in 
place,"'  In  these  cases,  Flynn  says,  the  com¬ 
pany  pays  a  retention  bonus  to  help  make 
sure  employees  don't  jump  ship  too  soon. 

For  people  with  legacy  skills  who  do 
end  up  leaving,  the  future  may  be  pretty 
rosy.  "There  are  enough  old  technolo¬ 
gies  out  there  that  there  are  still  jobs," 
Flynn  says.  'There's  such  a  short  supply  of 
people  who  know  them  that  those  jobs  are 
very  well  paying."  Besides,  he  notes,  "typi¬ 
cally,  those  employees  are  getting  close  to 
retirement  age."  -M.Z. 
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Collaboration  and  success 
translate  worldwide . 

Creating  a  global  workforce  that  maintains  a  local  touch  isn't  easy.  ADP  human  capital  management 
solutions  utilize  data-driven  insights  with  innovative  software  to  help  you  manage  and 
connect  your  workforce,  no  matter  where  they  live.  Because  taking  pride  in  what  you 
can  accomplish  together  is  a  feeling  that  knows  no  borders. 
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“ The  business  units'  CEOs 
are  driving  the  move  to 

get  rid  of  legacy.  ” 

-CLAY JOHNSON,  global  CIO,  GE  Power  &  Water 


May  says.  “There’s  a  plethora  of  new 
technologies,  such  as  adaptive  analyt¬ 
ics,  that  are  providing  business  intel¬ 
ligence.  But  you  can’t  use  them  with 
legacy  infrastructure.  We  want  to 
make  smarter,  better,  quicker  decisions 
but  we  can’t  because  the  old  technol¬ 
ogy  is  plodding  along.” 

Preventing  the 
Cool  Stuff 

t  should  thus  come  as  no  surprise 
that  C-level  executives  are  more 

receptive  to  legacy  replacement  projects  than  ever  before.  In 
fact,  rather  than  having  to  sell  the  CFO  or  CEO  on  why  replac¬ 
ing  older  infrastructure  is  a  worthwhile  investment,  CIOs  are 
fielding  C-suite  requests  that  they  do  so. 

“The  business  units’  CEOs  are  driving  the  move  to  get  rid  of 
legacy,”  says  Clay  Johnson,  global  CIO  of  GE  Power  &  Water. 
“They  ask,  ‘How  do  we  go  faster?’  We  need  to  move  from  an 
industrial  business  to  a  digital  industrial  business.  We  have  to 
get  IT  to  be  faster.  We  have  to  do  things  differently.” 

One  of  two  scenarios  typically  drives  legacy  replacement, 
says  Andrew  Horne,  IT  practice  leader  at  CEB  (formerly  called 
the  Corporate  Executive  Board).  In  the  first,  “a  nimbler  com¬ 
petitor  begins  to  emerge  and  the  business  leaders  come  to  the 
CIO  and  say,  ‘Let’s  match  this,”’  he  says.  The  CIO  then  explains 
that  matching  the  upstart  would  take  two  years  because  the 
competitor  started  from  scratch  while  the  established  company 
will  have  to  build  onto  the  systems  it  already  has.  “That’s  not  a 
great  message,”  Horne  says. 

The  second  scenario  begins  with  a  shadow  IT  initiative,  when 
the  marketing  department  or  some  other  business  unit  sets  up  a 
new  system  on  its  own.  This  is  not  uncommon  these  days:  “We’re 
seeing  [non-IT]  business  leaders  get  much  more  involved  in  tech¬ 
nology  than  they’ve  ever  been,”  Home  notes.  At  some  point,  that 
business  group  turns  to  the  IT  department  for  help  and  the  proj¬ 
ect  stalls.  “The  roadblock  IT  puts  up  is  that  we  have  to  integrate 
this  with  our  existing  system,”  he  says.  “It’s  becoming  much  more 
apparent  to  business  leaders  why  legacy  technology  is  a  problem: 
It  prevents  you  from  doing  the  cool  stuff  you  want  to  do.” 

“Based  on  our  data,  the  only  companies  that  are  trying  to 
keep  legacy  systems  alive  are  those  that  absolutely,  positively, 
only  see  IT  as  a  cost  center,”  Andriole  says.  But  even  some  of 
them  are  changing  their  ways.  For  example,  Land  O’Lakes,  tra¬ 
ditionally  treated  IT  as  a  necessary  expense,  to  be  reduced  as 
much  as  possible,  but  then,  “around  2008,  our  company  really 
started  on  a  strategic  growth  path  after  several  years  of  shed¬ 
ding  businesses  and  rebalancing  our  portfolio,”  says  Michael 
Macrie,  senior  vice  president  and  CIO.  “It  became  clear  that 
legacy  technology  was  a  real  barrier  to  continued  growth.” 

Though  that  realization  occurred  before  Macrie  joined  Land 
O’Lakes,  he’s  well  aware  of  the  problems  that  drove  the  food 
maker  to  change  its  approach  to  IT.  “For  instance,  we  had  no 
mobile  capabilities,”  he  says.  “We  had  phone  systems  that  lit¬ 
erally  would  cut  out.  We  were  on  a  desktop  platform  that  was 
fairly  unsupportable  and  could  not  run  the  latest  software  our 


business  wanted  to  deploy.  To  address  everything  required 
the  mind  shift  that  technology  was  a  key  enabler  and  not  just 
a  cost  to  be  minimized.” 

Heading  to  the  Cloud 

and  O’Lakes  made  that  mind  shift  and  from  2010  to  2014 
engaged  in  a  project  called  Bedrock  to  move  its  core  sys¬ 
tems  off  of  legacy  technology.  As  many  of  those  systems 
as  possible  were  moved  to  the  cloud,  Macrie  says.  “Cloud-first 
wasn’t  part  of  the  original  plan.  But  halfway  through,  we  real¬ 
ized  the  value  and  speed  to  market  [enabled  by  software  as  a 
service],”  he  says.  “The  changes  we  wanted  to  implement  were 
being  enabled  much  more  quickly  in  areas  where  we  used  SaaS 
technology.  So  [starting  in  2012]  we  instituted  a  SaaS-first  and 
mobile-first  culture  in  IT.” 

Thanks  to  that  approach,  the  IT  group  has  enjoyed  a  good 
deal  of  post-project  success,  according  to  Macrie.  “We’re  seeing 
significant  increases  in  user  adoption,  increased  customer  sat¬ 
isfaction,  and  quicker  time-to-value  for  implementations  and 
conversion  projects,”  he  says.  “We’re  seeing  reduced  costs  in 
the  initial  implementation  and  sometimes  in  ongoing  expenses.” 
And  IT  is  devoting  a  lot  less  effort  to  maintenance,  with  much  of 
that  work  now  being  done  by  cloud  providers.  “The  things  we 
do  [in  IT]  can  have  more  strategic  impact,”  says  Macrie. 

At  GE  Power  &  Water,  IT  has  made  a  similar  push  to  the  cloud 
over  the  past  year,  according  to  Johnson.  Ordinarily,  “I  would 
have  to  update  all  the  hardware  and  software  every  couple  of 
years.  As  we  move  applications  to  the  cloud,  we  let  providers 
do  that  for  us,”  he  says.  GE  Power  &  Water  is  also  consolidat¬ 
ing  its  many  different  platforms  and  applications.  Those  two 
moves  combined— cloud  plus  consolidation— have  let  GE  Power 
&  Water  reduce  its  spending  on  IT  server  infrastructure  by  20 
percent  (that’s  $19  million)  in  the  past  18  months,  Johnson  says. 

Increasingly,  such  an  approach  is  the  norm.  “Moving  to  the 
cloud  is  absolutely  the  preferred  methodology  to  get  off  legacy 
systems,”  Andriole  says.  “Maybe  95  percent  of  those  still  deal¬ 
ing  with  legacy  systems  are  moving  to  the  cloud.” 

This  is  partly  because  objections  to  public  cloud  deploy¬ 
ments  are  waning.  “A  few  years  ago,  there  were  perhaps  three 
concerns  about  the  cloud,”  Horne  says.  “One  was,  this  is  such 
a  big  company  that  we  can  run  our  private  cloud  more  cheaply. 
Increasingly,  that’s  not  the  case  and  even  the  largest  companies 
don’t  have  the  scale  that  the  largest  cloud  providers  do.” 

A  second  concern  was  that  cloud  computing  was  an  emerg- 
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Coming  Soon:  Business  Analytics 
Embedded  in  Everyday  Apps 


Business  Intelligence  and  Analytics  hold  great 
promise  as  a  way  to  gain  competitive  differ¬ 
entiation.  Part  of  fulfilling  that  promise  lies  in 
empowering  business  users  to  access  and  use 
data  and  analytics  to  gain  actionable  insights. 
Challenging?  Yes.  But  now  more  than  ever,  it's 
within  reach  for  IT  leaders. 

IT  and  business  teams  have  different 
priorities  when  it  comes  to  business 
intelligence  (Bl).  Why  is  it  important 
to  reconcile  them? 

The  tools  available  for  Bl  have  changed  in  the 
last  few  years.  Business  people  can  access  and 
deploy  tools  themselves,  and  it  is  left  wonder¬ 
ing  how  to  manage  them.  The  advantage  is  that 
business  people  can  gain  insights  faster,  but  the 
process  has  created  silos,  it's  role  should  be  to 
provide  a  set  of  quality  options  and  let  people 
select  what  they  want,  so  that  everyone  is  on 
the  same  page.  IT  can  also  handle  master  data 


regular  basis,  and  that  number  has  remained 
stagnant  for  10  years,  even  as  Bl  tools  have  be¬ 
come  easier  to  access  and  cheaper.  Everybody 
wants  the  information— they  just  don't  want  to 
take  the  time  to  learn  a  new  tool.  The  solution 
is  to  embed  analytics  into  business  applications 
people  are  already  using  for  CRM,  marketing, 
ERP,  or  whatever  they  do.  Make  it  a  part  of  their 
everyday  lives. 

We  also  need  to  bring  analytics  into  the  ad 
hoc  sharing  processes  that  take  place  through 
email,  instant  messages,  social  media,  and  wikis. 
There's  no  good  solution  for  that  in  the  market¬ 
place  today,  but  at  TIBCO,  we're  working  on  one. 

About  a  quarter  of  Bl  projects  today 
depend  on  access  to  data  in  the  cloud. 
How  do  you  see  that  changing  in  the 
next  12  to  24  months,  and  why? 

As  businesses  move  into  apps  like  Salesforce. 
com  and  Marketo,  more  of  the  data  that  you 


"Only  25%  of  knowledge  workers  use  Bl  on  a  regular  basis, 
and  that  number  has  remained  stagnant  for  10  years,  even 
as  Bl  tools  have  become  easier  to  access  and  cheaper." 


management,  data  cleansing,  and  layering — 
things  beyond  the  scope  of  normal  business 
capabilities. 

What  are  some  solutions  for  satisfying 
both  business  and  IT  priorities  for  Bl? 

It  has  to  start  with  the  business.  Analytics  is  only 
useful  when  it  optimizes  operations,  whether 
that  means  hearing  customers'  voices  better, 
understanding  what  motivates  employees,  or 
making  back-office  processes  more  efficient. 

You  need  to  prioritize  your  business  goals  and 
decide  how  Bl  can  be  applied  to  advance  them. 
Once  you've  done  that,  get  IT  involved  in  guiding 
tool  selection  and  implementation  so  that  there 
isn't  data  mayhem. 

Why  is  it  important  to  empower  the  non¬ 
technical  side  of  the  house  with  agile, 
scalable  Bl  solutions? 

Only  25%  of  knowledge  workers  use  Bl  on  a 


need  for  analysis  resides  in  the  cloud.  As  a 
result,  analytics  engines  also  need  to  be  in 
the  cloud.  We've  reached  a  pivot  point:  half  of 
Bl  buyers  are  now  considering  a  cloud-based 
system,  and  cloud-based  Bl  is  poised  to  become 
mainstream. 

The  top  advantages  executives  want 
from  Bl  are:  gaining  a  competitive  edge; 
using  data  insights  to  make  decisions; 
and  empowering  end-users.  Does 
cloud-based  Bl  facilitate  those  goals? 
Absolutely.  The  cloud  and  mobility  go  hand-in- 
hand.  Users  can  access  Bl  information  on  the 
road  and  put  it  to  use  quickly,  without  the  need 
for  central  IT  help.  They  don't  have  to  wait  a  year 
and  a  half  for  the  latest  version— it's  updated 
automatically,  so  the  information  stays  current. 
New  applications  are  more  user-friendly,  which 
increases  adoption  and  use.  All  of  that  adds  up 
to  a  tremendous  competitive  advantage.  ■ 


ing  market  and  the  vendors  lacked  maturity.  But  now  there  are 
well-established  cloud  providers  that  can  address  the  concerns 
of  large  enterprises.  For  example,  some  countries  don’t  allow 
companies  to  store  people’s  personal  information  beyond  their 
borders.  That  kept  some  data  out  of  the  cloud  because  some 
systems  are  hosted  in  other  countries.  But  now  there  are  cloud 
providers  whose  services  don’t  cross  international  borders. 

The  third  concern  was  that  the  cloud  wasn’t  secure.  That  led 
some  companies  to  adopt  no-cloud  policies  for  their  most  sensi¬ 
tive  information.  That  attitude  is  changing.  “Many  CIOs  real¬ 
ize  that  their  security  budgets  and  security  sophistication  are 
dwarfed  by  Amazon”  and  other  large  providers  of  cloud  services, 
Horne  says.  “Some  of  it  gets  political.  It’s  less  about  security  and 
more  about,  if  something  does  go  wrong,  who’s  to  blame?  If  I’m  a 
CIO,  is  it  easier  to  explain  if  something  went  wrong  internally  or 
with  a  vendor  who  ultimately  I’m  responsible  for?  Those  who  are 
politically  savvy  know  which  is  more  survivable  in  their  orga¬ 
nizations.  But  for  scalability,  efficiency,  security  and  reliability, 
they’re  quickly  coming  around  to  the  view  that  the  cloud  is  at 
least  as  good  as  anything  they  could  do  in-house.” 
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Creating  an  Integration  Layer 

f  course,  a  cloud  deployment  isn’t  the  only  option.  Some 
CIOs  are  creating  an  integration  layer  instead,  allow¬ 
ing  legacy  platforms  and  applications  to  work  with 
modern  systems.  And  some  are  replacing  older  systems  with 
more  modern  ones  that  are  still  hosted  on-premises. 

When  Discover  Financial  Services  set  out  to  expand  its  offer¬ 
ings  beginning  in  2007,  the  company’s  legacy  technology  was  an 
obvious  impediment,  according  to  executive  vice  president  and 
CIO  Glenn  Schneider.  “As  with  many  others  who’ve  been  around 
for  years  and  have  multiple  generations  of  technology  in  their  data 
centers,  the  question  was,  how  do  we  leverage  that?”  he  says.  The 
company’s  move  into  the  banking  business,  with  IRAs,  CDs  and 
many  other  types  of  accounts,  made  its  banking  platform  an  obvi¬ 
ous  choice  for  an  update.  “Our  mission  is  to  be  the  leading  direct 
bank  and  payments  platform,”  Schneider  says.  “We  are  all  online, 
so  to  create  competitive  differentiation,  we  felt  the  necessity  to  start 
at  the  foundation  level  itself  and  create  a  new  platform.” 

For  example,  he  says,  one  goal  was  to  give  customers  imme¬ 
diate  access  to  their  newly  opened  online  accounts,  instead  of 
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having  them  wait  24  to  48  hours  for  batch  processing.  Discover 
wanted  to  streamline  its  call  center  processes,  too.  “The  old 
application  had  several  screens  open  simultaneously  in  order 
for  a  rep  to  service  a  call,  and  there  was  some  screen  scraping 
involved,”  Schneider  says.  The  company  wanted  customer  ser¬ 
vice  reps  to  be  able  to  handle  most  calls  from  a  single  screen,  so 
they  could  respond  to  customers  more  quickly. 

Because  financial  data  is  so  sensitive  and  is  subject  to  so 
much  regulation,  Discover  chose  to  replace  its  legacy  platform 
with  newer,  licensed  software  from  a  different  vendor  that  is 
hosted  on-premises.  “That  decision  was  primarily  because  the 
[new  software’s]  architecture  was  very  open,”  Schneider  says. 
“It  allowed  us  to  connect  our  applications  from  our  card  busi¬ 
ness  and  lending  business  and  our  banking  business  into  one 
platform.  It  allowed  us  to  create  a  seamless  experience  across 
all  channels.”  Plus,  the  new  software  lets  Discover  quickly  add 
or  change  features,  functionality  and  products. 

The  platform  is  configured  for  dedicated  servers— for  now. 
“We’re  working  with  the  vendor  as  we  speak  to  get  it  cloud- 
based  in  the  near  term,”  Schneider  says.  When  that  happens, 
he  plans  to  host  the  new  platform  in  a  private  cloud  that  will 
remain  within  Discover’s  data  centers,  at  least  for  now. 

“It  gives  us  better  cost  savings  than  where  we  were.  [But] 
it’s  not  as  good  savings  as  if  we  were  out  in  a  public  cloud,” 
Schneider  says.  But  once  the  platform  has  a  cloud  configura¬ 
tion,  Discover  will  have  the  flexibility  to  move  it  from  private  to 
public  cloud,  if  that  move  is  supported  by  a  cost-benefit  analysis. 
“Whether  you’re  in  a  private  or  public  cloud,  you  can  pick  it  up 
and  put  it  in  any  cloud  you  want.” 

Adjusting  Entrenched  Behaviors 

he  biggest  obstacles  to  replacing  older  systems  are  not 
technological  but  human.  As  Horne  puts  it,  “the  use  of 
legacy  systems  creates  legacy  behaviors.”  So  any  move 
to  replace  outdated  technology  must  take  into  account  how 
that  move  will  affect  entrenched  business  processes  and  how 
people  do  their  jobs.  (See  “The  Human  Side  of  Replacing  Legacy 
Systems,”  page  24.) 

Needless  to  say,  most  users  don’t  like  change,  so  changes  to 
business  processes  brought  on  by  updating  old  systems  are 
liable  to  meet  resistance.  How  should  CIOs  cope? 

One  approach  is  to  make  sure  that  new  customer-facing  and 
employee-facing  applications  are  as  intuitive  as  possible.  “I  tell 
my  developers,  ‘If  you  go  to  the  Apple  App  Store  and  download 
an  app,  will  you  expect  someone  to  have  to  train  you  on  it?”’ 
says  Brian  Flynn,  executive  vice  president  and  global  CIO  of 
Crawford  &  Co.,  an  independent  provider  of  claims  manage¬ 
ment  services.  “That  [ease-of-use]  is  what  we  need  to  deliver 
into  the  marketplace,  and  it  needs  to  be  substantially  better 
than  what  they  used  to  have,  because  they  need  an  incentive 
to  go  to  this  new  platform.” 

It’s  also  imperative  to  have  strong  and  vocal  support  from 
business  leadership,  CEB’s  Horne  notes.  Beyond  that,  he  sug¬ 
gests  paying  attention  to  the  pace  of  change  to  make  sure  no 
group  within  the  organization  gets  overwhelmed.  “You  have  to 
understand  the  total  amount  of  change  happening  within  the 
company  and  how  much  change  people  can  take  at  one  time,” 


“ The  use  of  leg¬ 
acy  systems 
creates  legacy 
behaviors.” 

-Andrew  Horne,  IT  practice  leader,  CEB 


Horne  says.  “If  you’re  switching  out  several  systems,  don’t 
switch  them  for  the  same  group  all  at  once.  Stagger  it  instead.” 

Perhaps  most  important,  make  sure  that  people  whose  jobs 
are  affected  by  a  legacy  replacement  fully  understand  the  rea¬ 
sons  for  that  replacement.  For  instance,  Markos  says,  most  of 
Rotary  International’s  legacy  upgrade  process  has  been  an  easy 
sell  for  users  who  now  find  themselves  using  applications  that 
work  faster  and  give  them  better  functionality.  “The  business 
had  been  dealing  with  a  lot  of  pain,  so  most  of  the  time  they 
were  very  enthusiastic  about  learning  the  new  system,”  he  says. 

One  exception  was  data  entry.  “We  had  a  data-entry  system 
that  was  originally  optimized  for  data-entry  employees’  needs  but 
not  for  the  broader  organization,”  Markos  says.  The  new  system 
tripled  the  time  it  took  to  enter  data,  but  it  made  that  data  dramati¬ 
cally  more  useful  to  Rotary  International  at  large.  “We  said,  We 
know  you  care  about  speed,  but  we’re  focusing  on  increasing  the 
value  of  the  data  to  the  rest  of  the  organization,”’  he  says.  “They 
were  receptive  as  long  as  expectations  were  adjusted  relative  to 
their  performance.  They  had  the  context  of  the  big  picture.” 

Horne  suggests  taking  this  a  step  further  by  connecting 
with  business  users  who  could  become  evangelists  for  new 
systems.  “There’s  a  mind  shift  happening— from  change  as 
a  top-down  initiative  to  creating  peer  networks  of  people 
who  have  an  understanding  of  the  new  technology,”  he  says. 
‘When  a  change  happens,  people  want  information  about  it. 
Traditionally  that  information  is  provided  top-down.  But 
we’re  seeing  some  companies  allowing  employees  to  create 
networks  and  giving  them  access  to  peer  groups  across  social 
media  and  the  Web  so  they  can  understand  what’s  going  on 
for  themselves.” 

The  peer  groups  should  also  include  IT  employees  and  peo¬ 
ple  who  can  explain  why  the  changes  are  needed.  “It  may  be  just 
that  the  technology  is  out  of  date,  but  usually  there’s  a  strategic 
[business]  reason  for  replacing  a  legacy  system,”  Horne  says. 

That  way,  “employees  get  it,  and  they’re  not  waiting  to  be 
invited  to  a  meeting  about  how  this  is  happening,”  Horne 
explains.  “You’re  creating  a  more  agile  and  change-ready 
organization.  And  if  you  have  that,  when  change  comes  along, 
people  can  take  that  change  in  stride.”  QE1 


Minda  Zetlin  is  a  freelance  writer  based  in  New  York. 
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SOUNDING  BOARD 

In  the  Mobile  Moment 

Customer  journey  maps,  responsive  design  and  a 
mobile-first  mindset  are  key  to  meeting  customer  needs 

ANIL  CHERIYAN,  SUNTRUST  BANKS 

THINK'MOBILE  FIRST' 

We  used  to  think  of  mobile  applications  as  a  “millennial”  thing,  but  we’ve  found  they’re 
important  to  all  of  our  customers.  We  created  a  mobile  app  for  our  customers  several 
years  ago  and  have  been  perfecting  it  ever  since.  With  every  new  product  we  create, 
we  think  mobile  first. 

About  85  percent  of  our  banking  transactions  take  place  through  some  kind  of  self- 
service  channel,  and  customers  love  the  mobile  channel  for  transactions  like  balance 
inquiries  or  money  transfers.  But  getting  them  to  complete  more  complex  transactions 
(opening  a  new  checking  account,  for  example)  has  been  more  difficult.  A  lot  of  individu¬ 
als  still  feel  more  comfortable  doing  that  type  of  transaction  face  to  face,  and  translating 
that  process  to  a  6-in.  screen  requires  tight  integration  with  legacy  platforms.  ►  ►  ► 


Anil  Cheriyan, 

CIO, 

SunTrust  Banks 


Angela 

Yochem, 

CIO, 

BDP  International 


Marie  Lee,  CIO, 
Interval  Leisure 
Croup 


The  CIO  Executive  Council  is  a  global  peer  advisory  community  dedicated  to  advancing  the  IT  profession  by 
developing  leaders  and  helping  them  make  more-informed  decisions.  To  learn  more,  visit  council.cio.com. 
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We  have  “innovation  branches”  in  various  locations,  where  we  have 
greeters  who  walk  visitors  through  our  mobile  app,  and  tablet  bars  where 
patrons  can  play  around  with  the  technology. 

Our  technology  teams  are  exploring  biometric  authentication  and 
mobile  wallet  technology.  Whereas  today,  you  might  use  Apple  Pay  or  the 
Starbucks  app  to  pay  for  your  coffee,  in  the  future  we  think  customers 
will  want  their  mobile  payments  integrated  with  their  financial  accounts. 


ANGELA  YOCHEM,  BDP  INTERNATIONAL 

USE  RESPONSIVE  DESIGN 

People  expect  to  manage  most  aspects  of  their  lives  through  mobile  interac¬ 
tions.  For  our  customers,  who  run  the  world’s  largest  supply  chains,  easy 
access  to  a  logistics  and  supply  chain  management  capability  is  as  impor¬ 
tant  as  their  banking  and  shopping.  So  everything  we  build  now  is  mobile- 
enabled  through  responsive  design. 

We  don’t  have  “mobility  projects,”  and  it’s  not  even  “mobile  first.”  It’s 
all  mobile. 

All  new  application  development  incorporates  responsive  design,  so 
the  layout  adjusts  to  any  screen  size.  Examples  include  our  new  customer¬ 
facing  visibility  and  tracking  applications,  and  predictive  analytics  solu¬ 
tions,  as  well  as  new  systems  used  by  our  operators  to  promote  productivity. 

The  best  thing  about  responsive  design  is  you  only  have  to  build  an 
application  once,  and  the  resulting  user  experience  is  intuitive  and  highly 
flexible.  The  downside  is  that  customers  ask  why  our  “app”  isn’t  in  the 
app  store— so  we  may  have  to  launch  apps  that  are  essentially  links  to  our 
responsive  Web  applications  to  meet  that  expectation. 


MARIE  LEE,  INTERVAL  LEISURE  GROUP 

KEEP  UP  WITH  CUSTOMER  DESIRES 

Interval  International’s  typical  customer  has  changed  in  the  past  few  years. 
In  studies  we’ve  seen,  69  percent  of  new  timeshare  owners  are  either  mil- 
lennials  or  Gen  X,  which  is  a  very  different  profile  from  the  baby  boomer 
customer  of  the  past.  The  younger  generation  relies  heavily  on  mobile  and 
social  and  wants  interactive  content  about  a  product  before  they  purchase 
it.  Traditional  sales  brochures  are  no  longer  as  effective. 

Interval  serves  both  resort  developers  and  about  2  million  members  who 
own  timeshares.  Sales  professionals  now  use  our  iPad  app  to  illustrate  the 
value  of  vacation  ownership  to  our  resort  developer  clients  at  the  point  of 
sale,  with  animated  representations  of  our  timeshare  exchanges  occurring 
around  the  globe,  for  example.  For  our  members,  we’ve  taken  a  two-pronged 
approach:  a  mobile-friendly  website  and  a  native  app.  As  we  introduce  new 
functionality— such  as  alerts  that  let  members  know  when  resorts  at  their 
preferred  locations  become  available— we  test  it  on  the  mobile  app  first  and 
then  roll  it  out  to  the  website. 

We’re  using  customer  journey  maps  to  identify  new  features  that  can 
enrich  the  customer’s  digital  experience.  To  support  these  initiatives,  we’ve 
created  a  new  role— assistant  vice  president  of  digital  innovation— that 
reports  to  IT  and  the  sales  and  marketing  group  and  determines  how  emerg¬ 
ing  mobile  technologies  can  serve  both  client  and  member  constituencies. 
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Accelerate  IT  Projects 


watch  DevOps  practices  are  trans¬ 
forming  the  way  IT  teams  handle  tech¬ 
nology  projects  and  deliver  business 
results.  The  roles  and  responsibilities 
of  development,  testing  and  opera¬ 
tions  teams  are  being  transformed  by 
automation,  cloud  platforms,  agile 
practices  and  process  standardization. 
Join  Stephen  Elliot,  vice  president  of  IDC's 
IT  Infrastructure  and  Cloud  practice, 
and  Mark  Schwartz,  CIO  at  U.S.  Citizen¬ 
ship  and  Immigration  Services,  as  they 
present  insights  about  a  DevOps  road 
map.  council.cio.com/devopscio 
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Refine  Your  Power 


register  The  struggle  to  integrate 
work,  life  and  family  is  an  ongoing  theme 
for  women  in  the  business  world.  To  help 
brainstorm  new  ideas  for  overcoming 
this  challenge,  the  CIO  Executive  Coun¬ 
cil's  Women  in  Leadership  community 
on  Oct.  15  will  host  a  career  lab  called 
"Refine  Your  Power."  Facilitators,  Jodi 
Detjen  and  Kelly  Watson,  co-authors  of 
The  Orange  Line:  A  Woman's  Guide  to 
Integrating  Career,  Family  and  Life,  will 
lead  this  interactive  session,  held  at  the 
Center  for  Innovation  and  Change  Lead¬ 
ership  at  Suffolk  University  in  Boston. 

Join  more  than  100  female  leaders  to 
experience  a  day  of  coaching  exercises  to 
reframe  mental  roadblocks,  open  up  new 
possibilities  and  creatively  solve  prob¬ 
lems.  council.cio.com/refinecio 


Transformation  Stories 


register  The  most  difficult  chal¬ 
lenges  facing  IT  leaders  include  the  task 
of  transforming  order- taking  IT  teams 
into  groups  of  order-shapers,  and  ask¬ 
ing  technologists  to  be  operational, 
strategic,  consultative,  innovative  and 
customer-focused.  And  that's  just  trans¬ 
forming  IT.  These  days,  CIOs  and  their 
teams  are  leading  cultural,  business 
process  and  even  business  model  trans¬ 
formations.  Elear  IT  leaders  discuss  their 
transformation  stories  with  moderator 
Martha  Heller  on  Nov.  12  in  the  final  ses¬ 
sion  of  this  four-part  series. 
council.cio.com/transformcio 
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Technology:  the  New  Rx 

For  Ffomana,  technology  augments  the  human  touch  and  is  the 
catalyst  for  a  consumer-oriented  approach  by  brian  leclaire 

Humana  has  evolved  from  a  health  benefits  company  to  a  consumer- 

focused  healthcare  organization,  with  the  mission  of  helping  people  achieve  lifelong 
well-being. 


As  we  move  toward  a  more  experience-based,  indi¬ 
vidualized  economy,  consumers  expect  a  simpler,  more 
personalized  co-created  experience— the  ability  to  get  what 
they  want,  when  they  want  it.  These  trends  have  elevated 
technology’s  prominence  in  our  company,  because  technol¬ 
ogy  not  only  enables  better  care  delivery  but  also  helps  us 
develop  an  integrated  care  delivery  model. 

Integrated  care  delivery  brings  together  our  three  pri¬ 
mary  activities:  care  delivery,  the 
consumer  experience,  and  clini¬ 
cal  and  consumer  insights.  This 
model  helps  us  increase  cus¬ 
tomer  engagement  and  improve 
outcomes  while  lowering  the 
total  cost  of  care. 

Four  technologies  are  at  the 
core  of  this  model:  mobile,  social, 
cloud  and  analytics.  Mobile  is 
about  connectivity,  whether 
you’re  a  member  or  a  caregiver. 

Social  is  about  how  your  care  is 
delivered— whether  it’s  a  family 
social  network,  a  care  delivery 
social  network  or  a  combination. 

The  cloud  is  critical  because  it’s 
how  these  capabilities  are  deliv¬ 
ered.  And  all  that  activity  fuels  analytics.  Analytics  helps 
us  become  contextually  aware  of  what  is  happening  to 
members.  It’s  not  just  analytics  in  a  back  office  but  algo¬ 
rithms  that  can,  for  example,  identify  the  next  best  action 
and  present  that  to  the  member  at  the  moment  of  greatest 
potential  influence  so  the  best  care  decision  can  be  made. 

Several  major  initiatives  are  bringing  our  mission  to  life. 
For  example,  an  integrated  clinical  experience  will  enable 
a  single  view  of  the  member  across  all  interactions  so  that 
clinicians  are  aware— appropriately  and  securely— of  what 


is  going  on  with  the  patient.  And  in  analytics,  we  are  work¬ 
ing  to  deliver  360-degree  views  of  consumers,  clinicians 
and  our  own  associates  across  the  business.  Analytics  also 
involves  using  algorithms  to  derive  insights  from  those 
360-degree  views,  and  then  connecting  the  insights  to 
transactional  systems.  This  will  increase  opportunities 
for  engagement,  which  often  leads  to  behavior  change  and 
better  health  outcomes. 

We’re  already  seeing  results. 
We’ve  integrated  our  electronic 
prescribing  capabilities  with  our 
clinical  reference  engine,  which 
alerts  physicians  to  drug  inter¬ 
action  information  that  can  be 
discussed  with  the  patient  in  real 
time.  We’re  also  able  to  proactively 
inform  members  when  they  are 
about  to  access  an  out-of-network 
provider  and  help  them  find  an 
in-network  provider.  This  is  one 
of  those  examples  of  delivering  a 
“wow”  experience— engaging  with 
members  in  a  way  they  need  it 
most  and  when  they  least  expect  it. 

And  with  Humana  at  Home, 
we’ve  networked  members’ 
scales  to  communicate  weight  gains  or  losses  so  that  in- 
home  care  coordinators  can  be  alerted  to  check  in.  These 
kinds  of  clinical  interventions  have  resulted  in  overall 
lower  claims  costs  because  they  flag  early  warnings  of  con¬ 
ditions  like  congestive  heart  failure.  This  is  an  example  of 
meeting  members  where  their  health  is,  and  it  shows  how 
technology  can  augment  the  human  touch. 


Brian  LeClaire  is  SVP  and  CIO  at  Humana,  a  leading  health  and 
well-being  company.  He  is  a  member  of  the  CIO  Executive  Council. 
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st  Century 

Pre-terminatec 


Patch  Panel  System 


cablesys.com/pnp  800-555-7176  cs@cablesys.com 


©Copyright  2015,  Cablesys  1.  Large  orders  may  take  longer.  2.  Online  orders  only.  3.  TIA  category- rated  performance 
warranty.  4.  Compared  to  traditional  on-site  installations.  5.  Price  is  subject  to  change. 


i.cmvi 

Cabling  System  Simplified 


It  is  the  21st  century  and  life  should  be  simpler,  faster, 
and  better.  Why  pull  cables,  punch  down  panels  and 
complicate  your  data  center  cabling  project?  It’s  time  to 
look  into  a  21st  century  cabling  system  solution. 

Introducing  Cablesys’  Simplified  Cabling  System  - 
Pre-terminated,  Pre-bundled,  Pre-labeled,  and  Ready-to- 
go.  With  a  single  screwdriver  you  can  install  the  patch 
panels  in  minutes  without  the  need  to  hire  additional 
certified  technicians  or  wait  for  materials  from  multiple 
vendors.  Order  direct  from  Cablesys,  most  orders  ship 
within  five  days'  with  free  shipping  over  $992.  Better  yet, 
each  Simplified  Cabling  System  comes  with  a  15  year 
end-to-end  performance  warranty  right  out  of  the  box. 

One  screwdriver,  15  year  warranty3,  installed  in  minutes, 
and  save  50%4  or  more.  This  is  the  21st  century  Cabling 
System  -  Simplified. 
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MARKETPLACE 


Highlights  hits  in  all  data  types; 
25+  search  options 


Visit  dtSearch.com  for 

•  hundreds  of  reviews  and 
case  studies 

•  fully-functional  enterprise 
developer  evaluations 


and 


dtSearch*  >nsttn!ly  s?Vch* 

vi  Terabytes  of  Text 


With  APIs  for  .NET,  Java  and  C++. 
SDKs  for  multiple  platforms. 

(See  site  for  articles  on  faceted 
search,  SQL,  MS  Azure,  etc.) 


The  Smart  Choice  for  Text  Retrieval®  since  1991  www.dtSearch.com  1-800-IT-FINDS 


dtSearch's  document  filters 
support  popular  file  types,  emails 
with  multilevel  attachments, 
databases,  web  data 


CIO 


CIO  FORUM 

on  Linked  QQ. 


( - 'N 

Link  to  more  than  60,000 
members  of  the  CIO  community. 

The  CIO  Forum  is  where  members  of 
the  CIO  community  can  connect  and 
collaborate  to  move  their  business 
technology  initiatives  and  careers 
forward.  If  you  are  a  senior  IT 
professional,  we’d  love  to  have  you 
join— apply  for  membership  today. 


Computer  Systems  Analyst 
Test,  maintain,  &  monitor  computer  pro¬ 
grams  &  systems  including  coordinating 
computer  programs  &  systems.  Validate 
results  by  testing  programs  such  as  Se¬ 
lenium.  Use  object  oriented  programming 
languages  (Dart,  Java,  Javascript)  as  well 
as  client/server  application  processes  & 
multimedia  internet  technology.  Design  & 
develop  new  computer  systems  by  choos¬ 
ing  &  configuring  hardware  &  software. 
Provide  staff  &  users  with  assistance 
solving  computer  problems.  40  hrs/wk.  4 
yrs.  Exp.  req’d.  Job  Site  &  Intvu:  Oakland, 
CA.  Send  resume  to:  DGLogik  Inc.  Att:  Mr. 
Mazo  at  e.mazo@dglogik.com 


Labor  Certification  Ads 


Are  you  an  individual,  agency  or  law 
office  needing  to  place  ads  to  fulfill 
legal  requirements? 


Visit  www.cio.com/Linkedln 


Let  us  help  you  put  together 
an  efficient,  cost  effective  program 
that  will  help  you  place  your  ads 
quickly  and  easily. 


For  more  details,  contact  us 

at:  888.455.4646 

U|careers 


IT  careers 


APPLICATION  DEVELOPER:  Peterson 
Technology  Partners  Inc.  seeks  qualified 
application  developer  for  its  headquarters 
located  in  Rolling  Meadows,  IL  &  various 
&  unanticipated  work  locations  throughout 
the  U  S.  Resp.  for  designing  &  implement¬ 
ing  complex  &  scalable  enterprise  applica¬ 
tions  w /  optimum  mobile  &  web  interfaces 
for  clients.  Master’s  degree  in  IT  Engi¬ 
neering,  Info  System  Tech,  IT  Mgmt,  or  a 
closely  related  field  of  study  (Will  accept 
a  Bachelor's  degree  in  the  above  fields 
plus  5  yrs  related  progressive  exp  in  lieu 
of  Master's  degree)  ea.  alternative  degree 
requirement  w /  an  academic  or  industrial 
background  in  i)  database  design  &  devel¬ 
opment,  algorithms,  computer  networks, 
operating  systems,  service  oriented  archi¬ 
tectures,  multimedia  networks,  software 
engineering,  object  oriented  system  analy¬ 
sis;  &  (ii)  developing  software  solutions  us¬ 
ing  Java/JEE,  EJB,  Springs,  Struts,  Hiber¬ 
nate,  JMS,  HTML  CSS,  jQuery,  Angular 
JS,  jQuery  Mobile,  JSP,  JSTL  &  Oracle. 
An  EOE.  Respond  by  mail  to  Peterson 
Technology  Partners,  1600  Golf  Rd,  Ste 
1206,  Rolling  Meadows,  IL  60008.  Refer 
to  ad  code:  PTP-0815 


For  more  details, 
contact  us  at: 

itcproduction@itcareers.net 
or  888-455-4646 
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Stats  to  Spare 

Most  bowlers  can  typically  evaluate  their  play  only  by  checking  the  numbers  on  alley  scoreboards.  The 
current  score  and  the  number  of  pins  knocked  down  in  a  given  frame  are  as  far  as  it  goes;  bowling  alleys 
aren’t  the  place  to  find  sophisticated  data  analytics.  Rolltech  is  changing  that.  The  company’s  mobile  app 
allows  bowlers  to  collect  and  analyze  long-term  stats  and  scoring  trends  in  real  time.  “The  idea  evolved  once 
I  realized  [that]  the  data  we  captured  in  real  time  [could]  make  the  bowling  experience  better.”  says  Rich 
Belsky,  founder  and  CEO  of  Rolltech.  The  app  will  update  stats  automatically  for  bowlers  at  alleys  outfit¬ 
ted  with  Rolltech  technology;  otherwise,  users  enter  their  scores  manually.  With  the  automated  method, 
users  enter  their  lane  and  position  numbers  and  start  bowling.  The  system  automatically  populates  with 
data,  such  as  strike  and  spare  percentages,  total  score  and  scores  over  time.  Users  can  earn  points  based  on 
performance,  challenge  other  bowlers  (including  pros)  and  see  where  they  rank  on  the  Rolltech  leaderboard. 
The  technology  has  been  used  at  3,500  facilities  and  in  45  countries  so  far.  —Lauren  Brousell 
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NEWSLETTER 


SAFEGUARDING  YOUR  SECURITY  AND  PRIVACY  AT  WORK  AND  AT  HOME 
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From  the  editors  of  CSO  magazine,  Security  Smart  is 
a  quarterly  newsletter  ready  for  distribution  to  your 
employees— saving  you  precious  time  on  employee 
education!  The  compelling  content  combines 
personal  and  organization  safety  tips,  making  it 
applicable  to  many  facets  of  employees'  lives. 

Security  Smart  has  an  easy-to-read  design  and  clear, 
engaging  and  entertaining  articles  so  you  are  assured 
that  your  intended  audience  of  employees— your 
organization’s  most  valuable  assets— will  read  and 
retain  the  information.  Sign  up  today  to  start  having 
this  newsletter  distributed  as  a  key  tool  in  raising 
security  awareness  within  your  organization. 


Subscribe  today! 

To  view  a  sample  issue  of  the  newsletter,  learn 
about  the  delivery  options  and  to  subscribe  visit: 

www.SecuritySmart.com 


Security  Smart  is  published  by  CSO,  A  business  unit  of  IDG  Enterprise.  |  ©2015  CSO 


SO  THEY’RE 
OFFERING  LESS 
FUNCTIONALITY 
FOR  MORE 

MONEY. 

AND  THEY 
SAY  THEY'RE 
IN  SALES? 


DON’T  RUN  CRM. 

RUN  SIMPLE. 

It’s  one  thing  to  offer  limited  CRM  solutions. 
It’s  another  thing  to  overcharge  your 
customers  when  they  end  up  needing 
additional  solutions  for  your  solutions. 
SAP’s  simple,  transparent  pricing  structure 
gives  you  more  flexibility  and  integration 
for  less  money.  Find  out  how  much  you 
can  save  when  you  go  beyond  CRM. 

Go  to  sap.com/beyondCRM 


Run  Simple 


